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1
• People just need to know the 
facts
• People just need to be aware 
of the issues & consequences
• People just need to see the $$
• Attitudes lead to behavior
2
Myths
3http://www.mlgw.com/      http://mlgw.blogspot.com/2009_03_01_archive.html
4
5http://www1.eere.energy.gov/consumer/tips/appliances.html
61800sf home w/ 4 people
http://www1.eere.energy.gov/consumer/tips/appliances.html
7Does knowledge lead to 
behavior?
• Knowledge correlates with behavior
True
• Education increases knowledge
True
• Increasing knowledge leads to behavior 
change 
False
P.W. Schultz, (2011). California Water Board Academy and the Environmental Protection Agency (Region 9)
What motivates behavior?
8
• Knowledge is not a motivator of behavior.
• Lack of knowledge can be a barrier.
• Educational interventions can be effective 
when…
1. Already motivated, but have no knowledge
2. Have knowledge, but it is incorrect
3. Do not have the right kind of knowledge
• Procedural knowledge
P.W. Schultz, (2011). California Water Board Academy and the Environmental Protection Agency (Region 9)
Electric Air Conditioning – 11%
9
Run as warm as comfortable—
78°F and higher when away.
Use fans to circulate air.
Close drapes or blinds on 
sunny windows.
Mueller, L. (2012). Tips to taper home energy costs. Utah State University Extension. 
Awareness Campaigns
Severity
Statistics
Concern Behavior
“Only 35% of  plastic water 
bottles are  recycled”
“Mass transit usage is down
48% this year”
“It’s important to recycle
my bottles or get reusable.”
“Too many people are driving
their cars to work”
“I will recycle my bottles”
“I’m going to take the bus”
Serious -
incidence rates
Alarm
P.W. Schultz, (2011). California Water Board Academy and the Environmental Protection Agency (Region 9)
• Awareness campaigns can produce the 
opposite of goal 
– they use norms describing undesired behavior
• boomerang effects 
– can cause the opposite effect as some conform 
with perceived social norms
11
Fishbein, M., Hall-Jamieson, K., Zimmer, E., von Haeften, I., & Nabi, R. (2002). Avoiding the 
boomerang: Testing the relative effectiveness of anti-drug public service announcements before a 
national campaign. American Journal of Public Health, 92, 238–245.
(1) prevent harm to wildlife and their habitat   (behavioral 
belief).
(2) prevent water pollution (behavioral belief).
(3) set a good example for others (behavioral belief).
(4) I believe that other track walkers who can see me think 
that I should pick up rubbish from this track (normative 
belief). 
What motivates behavior?
12
P.W. Schultz, (2011). California Water Board Academy and the 
Environmental Protection Agency (Region 9)

The problem is WE are the evaluator of 
potential success based on what works for us. 
But we are not our audience.
We cannot assume.
Not about knowledge. Not about values.
We must ask the audience and we must appeal 
to their needs. 
14
What makes an effective message?
What are the Do’s?
15
16
Behavior Change Strategies
17
• Appeal to identity
• Likeable source
• Reciprocity, Scarcity
• Be careful of incentives
• Commitment
• Prompts
• Modeling – social proof, norms
• Feedback
• Involving narrative 
Emotional Involvement
Unplug or the Polar Bear Gets It!
18
Loeb, L. & Siccardo, G. (2010). Emotionally Engaging Students to Change Behaviors and Conserve Resources: 
Unplug or the Polar Bear Gets it! The International Journal of Environmental, Cultural, Economic and Social 
Sustainability, Volume 6, Issue 2, pp.19-34.
Emotional Ties to Nature
19
Importance of commitment and 
consistency
• Public commitment- bumper sticker, t-shirt, 
magnet
– Enhances involvement
– Enhances commitment
– Provides norms
21
Norms
Social norms—common,  accepted behaviors 
such as saying “God Bless you”
• Create conformity
• Cultural, formed through socializing
• Powerfully influence behavior
• Have the most impact in novel situations
22
Communicating visual social norms
Using norms to create change
24
25
Using Norms
http://www.litterbutt.com/Home/Stop-Roadway-Litter.aspx
27
28
Other Techniques/Tips:
Efficacy
• Aluminum dumped into our landfills today will 
remain there for over 200 years.
• Recycling a single aluminum can saves enough 
energy to power your television for three 
hours or to run a 100-watt light bulb for 
almost four hours.  Imagine how much energy 
you alone could save if you recycled every 
aluminum can you used in a year! 
Compare these statements
31
Creating a Culture of Change
• Individual Role Models
• Emotional ties
• Culture
• Norms
• Empowerment
• Collective identity
32
Schelly, C. Cross, J., Franzen, W., Hall, P., Reeve, S. (2011). Reducing energy consumption and creating a 
conservation culture in organizations: A case study of one school district. Environment & behavior, 43, 3, 316-343.
Some Current Projects
• Campus Recycling and Composting
• Backpacks for Adventures
• Replacing Trees – decisions and emotions
33
